Abstract: Marketing Management nowadays needs to face up to the rapidly changing internal and external business environment. Enterprises today have to fundamentally change their approach how to successfuly enter the new knowledge economy. They first must get rid of their inflexible rigid hierarchical organizational structures which only serve to inhibit the necessary changes. The solution is to create within each company newly cooperating and organizationally linked teams that also receive sufficient autonomy to be able to collaborate internally with each other while achieving common goals. It is only by employing this organizational style of structure that Knowledge Management can be fully realized. The emergence and development of a community based culture of an organization can best be stimulated by its top management via the quality of its internal communication. The classical marketing communication of a company mainly affects its customers and is designed to ensure the implementation of its strategic marketing and operational objectives, including PR and sales promotion. Nowadays though, with the development of the global activities of firms, the struggle for the knowledge of their workers begins first at the labor market. The most important task of top managers is to retain their "key persons" and to support their personal development whilst ensuring their participation in the projects and designs of the future. Therefore, a modern top management must treat its own employees the same way as it treats its customers and clients.
Introduction
Marketing management today must face the rapidly changing internal and external business environments and satisfy the requirements of its stakeholders. In the current business environment it is difficult to predict unforeseen changes. If companies want to survive now, they need to respond appropriately to the changes in the competitive rules of global competition, to climate change, to the gradual depletion of conventional sources of energy, and to the political instability of the modern world. As the future cannot be estimated sufficiently accurately, management and organizational structures should adapt their strategies to these developments.
At the end of the last century, most managers would use sophisticated mathematical and simulation models based on the assumption that people make decisions rationally and that the extremes balance the market. In crisis situations, however, these approaches have often failed because people and hence managers do not actually behave rationally in most cases. [3] And at a time of overproduction their decisions can influenced by their emotions. This latter factor can also significantly affect their corporate management abilities.
On entering the new knowledge economy businesses need to be fundamentally change their approaches. They need to be able to rid themselves of any inflexible rigid hierarchical organizational structures which rigidly fail to support any necessary changes. The best solution is to create internally cooperating, organizationally linked teams. These should have sufficient autonomy in the organization and fulfillment of their tasks, and the possibility to collaborate internally to achieve their common business objectives. The foundation of success for this teamwork lies on the assumption that their team members take their participation in their common objectives and targets on their own. This undertaking will result in the creation of a mini-community, based largely on informal relationships. Therefore this requires a radical change in staff thinking.
Top Management employing effective tools must therefore be the initiator of such a business transformation. This involved having the correct vision, strategic objectives, strategies and right project implementation. Because this is such a fundamental change in the organization of a business, it is necessary before starting to win over a sufficient number of managers and knowledge staff for these ideas, ideas which would need to be supported both formally and informally. The goal is to have similar management structures as have universities or hospitals today. Knowledge based staff inside a company can create communities for solving these problems or tasks. However the promotion of such an organizational change is definitely not easy. The implementation process of such a change is primarily aimed at overcoming the natural resistance to change. This is unfortunately quite standard and generally accepted for most workers. There are seven individual steps in changes that are copied in parallel by the so called phases of change curve, which every worker undergoes during the course of changes: [46] Figure 1: Phases of change from the perspective of a worker, Source: [1] We eliminate resistance to change only by employing the corresponding communication techniques. The basic precondition for the effectiveness of this communication is the trust between the manager, who is responsible for the implementation of these changes, and all of those involved in the changes. All the involved parties experience change, and any implemented changes emotionally. This experience can best be demonstrated by the following modelthe so called Emotional Curve of Change that divides the individual perception of the change process into seven successive stages.
Managers and leaders must understand the progress of the emotional perception of each phase of the changes in their employees, and they even have to respect their individuality. In order to overcome all these stages of change and to have the proper response to these perceived changes, top management needs an effective communication system, and one which will affect all company staff. Top management not only expecst change in its organization, but subsequently also a significant increase of creativity, of its innovation capabilities, and ultimately of business performance.
Top management must approach all the actors of this change as they do with a customer -the client who is the source of income for the organization and who participates in the prosperity of the organization. [8] For this situation, top management needs to change fundamentally the existing model of communication. Classical marketing communication affects mainly the classical customer and is designed to ensure the implementation of strategic marketing and operational objectives, PR and sales promotion. It strives to maintain its existing customers and to acquire new ones. In order for the company to prosper, this external marketing communications is of course essential.
This classical model of effective marketing communication can be represented as follows: As a suitable tool for their work a marketer uses the Communication Marketing Mix consisting of:
The typical communication objectives of classical markting and marketing communications are the increase of sales, the awareness of the company and the brand, the influencing of the attitudes of customers and the public to the company and its brand, the strengthening of customers´ brand loyalty, and finally the stimulation of the customers for purchasing and building up the market. The marketers project a communications strategy for every element of the communications mix .
The External Communication Mix in the classic concept consists of:
Advertisement Direct Marketing
Sales promotion
Public relations
Event marketing and sponsoring
On-line communication Fairs and Exhibitions
The model of making communication strategy can thus be broadly described as:
Figure 5: Key decisions in the creation of a communication strategy, Source: [2]
This process of the creation of a communication strategy is finally completed with the project of communication and media mix towards the customers.
In the modern knowledge-based enterprise, the sources of profit are not only customers, but also the copmpanys own knowledge staff. Businesses are always looking hard for such workers. Because the labor market now begins to show a significant lack of these knowledge workers, they do not have any problem in finding a place at the competition. And if the competition can get such a worker he/she takes away part of the know-how of the company.
The Leaving of skilled workers will significantly impede knowledge-based management in their enterprise, and it may damage the interpersonal relationships and trust of employees and staff in their top management. The question now is how to address this situation. The solution can best be found in a change of the top management approach to these workers.
Top management must consider the employees of their company as being valuable clients, and all their decisions should be done not only in favour of their external customers, but also from the perspective of their own employees. Thus a synergy of interests of both actors must be found. The vital requirement of a company therefore is its client approach to its customers and as well as to its employees. For the formation of a positive opinion of these employees of their company, it is useful when an enterprise not only prevents its employees leaving , but also when it creates a qualitative internal activities and internal marketing communication mix aimed towards the satisfaction and loyalty of its employees.
Thus existing competencies of the existing external marketing communications of a manager should now be enhanced by the requirement for competence in the design and implementation of its internal marketing. Internal marketing here refers both to the maximum satisfaction of employees and to the applications of the marketing mix tools for internal corporate relationships [14] .
Internal marketing deals with the examination of what would motivate employees best within a company to increase their efficiency and to create a better opinion about the company itself. And also on the contrary, with those factors which would demotivate them.
[15]
The marketing communication mix for the external environment is closely connected to the marketing communication mix for the internal environment. Its planning and implementation for the prosperity of a company is as important as having the right combination of the external variables of the marketing mix. An effective model of internal marketing communication will increase the company's efficiency and its competitiveness. So if the company is able to specify what exactly the company wants to offer to its employees (in exchange for their work effort and loyalty), and what the company itself wants to sell to its employees, it then finds it will have, as in th normal communication mix for internal communications mix, the available tools that complement each other.
The main forms of marketing communication that companies most often implement towards their customers can be also be applied towards the employees of a company.
Then the various forms and their combinations cover the whole internal marketing communication.
The following overview of specific tools, listed in the table below, can be a good example of the application of the classical communication mix in the internal environment of the company. Moreover, because of the current shortage of skilled labor, company management needs to build an internal communication mix that will use the following variables to resolve these problems:
Possibility of career growth

Possibility of further education
Pleasant and stimulating corporate culture
Satisfaction of the social needs of employees
Availability of the workplace Salary and benefits
Self-realization
By modeling these variables, the personnel stability, quality image, uniqueness, creativity and attractiveness for the enterprise, its customers, stakeholders and job seekers can all be ensured.
The modern manager can systematically build his/her methodology, technology and competence for the modeling of these variables:
Possibility of career growth (horizontal and vertical):
To enable the opportunity for every worker to realize his life goals.
To allow him to pick either the position of a manager or a knowledge worker.
Knowledge workers require constant possibilities for their professional self-education, the freedom to be creative and they can see their career in the horizontal plane.
In contrast, people who aspire to management positions, can see their career in the vertical plane development of their managerial competences.
Top management must offer solutions to these workers in their career rules and schedules, training programs for staff, fellowships, etc.
Pleasant and stimulating corporate culture
The knowledge worker does not like a prescriptive environment. He prefers a workplace where people are happy, where there is a good team spirit, and where he will find friendly relations. Building such a corporate culture is another aim of top management.
Satisfaction of social needs
Top management must strive to support extracurricular staff activities. Workers appreciate these public and subsidized recreational events, they appreciate help with the solving of the life situations of their family members, ther promotion of their health and retirement needs,etc. The low costs in these areas can prevent significant losses when the worker leaves on competition.
Availability of the workplace
When top management thinks about its enterprise development, an important criterion for deciding the place of work is its accessibility, including sufficient parking capacity.
Flexibility of working hours and the possibility to work from home ("home office")
A significant variable that influences worker satisfaction is the possibility of flexible working hours and work from home. This variable is particularly important for women caring for small children. However, the psychologist Gail Kinmanová of Bedforshire Univerity, showed in her research that flexible working hours and work from home caused insomnia and can lead to a propensity for overeating. Research in the Czech Republic showed a diversity in the interest of enterprises in their types of working time as shown in the following table: IBM Czech Republic allows its server administrators to work from home. The quality of their work is at the highest level, their workers appreciate this possibility and they don´t point any of the above mentioned problems.
In Britain, if the employee has been working for a company for more than six months, he/she has even the right to apply for a flexible start or end of their working hours. Working outside the office ("home office) or a part-time job can be partially socially isolating for the worker, but top management can replace this deficit by using targeted joint activities.
[12]
Salary and benefits
Most manufacturing companies make up their salary from two components -a basic salary and a bonus. The basic salary is guaranteed to a worker. Premiums are variable and mostly depend on the worker's contribution to economic performance. As for knowledge workers, premiums depend not only on their contribution to economic performance but also on the contribution to the development of the company as a whole.
It is not only the amount of the premium that is important, but also the ratio between both components of the salary.
In companies in the Czech Republic the most commonly used ratio is 70:30 (70% of salary consists of a basic salary and 30% is the premium). In the case of a further increase in staff salaries, the above mentioned ratio is usually maintained. If the amount of the bonus is below 20%, it causes zero motivation for workers.
A manager must also decide whether to give priority to an individual approach for each employee or a team one, and whether an individual performance is more important than a team performance. The most suitable alternative is a combination of both. In the community structure of a company, it is useful to give sufficient freedom for working with the premiums of team leaders.
Employees are not motivated though just by their salary. There are other benefits which play an important role. Companies use them to build up the loyalty of their employees and the motivation of their employees. Benefits can also be an important decision criteria for job seekers when deciding between several job offers. The offer of corporate benefits is very wide -from subsidized meal vouchers for refreshments at the workplace, to more vacation days, use of a company car, or other leisure employee benefits.
The following two graphs show the percentage of firms in the Czech Republic that use the following benefits: Figure 8 : Benefits and motivation of employees, Source: [11] Proceedings of the 4 th International Conference on Marketing, Vol. 4, 2016, pp. 23-35 33
Figure 8: Non-financial motivation of employees in the Czech Republic, Source: [13]
The following graph relates the number of offered benefits with the productivity of labour: Figure 9 : Interconnection between benefits and productivity of labour, Source: [11] It shows the degree of dependence of labor productivity on the number of benefits offered by an employer.
Amongst popular benefits in the Czech Republic, are the online portals -the so called "Cafeteria" In such an application, employees log in with their username and password. Then you can pay in normal shops or e-shops with a benefit card by using a unique number and PIN.
"Bonus Sacrifice" is a product in which an employee can decide whether he leaves his assigned benefit points in the cafeteria, or whether he transferes them to his salary (and of course this is then appropriately taxed).
Self-realization
The highest goal for the knowledge worker is his selfrealization. He is then aware of his importance for the prosperity of the company and he wants to manage his work himself as much as possible. His desire is thus logical -if he has to create, he needs freedom. It is in the interest of top management to create such conditions for their knowledge workers so that they can feel that they have sufficient space for their selfrealization.
Another goal of internal marketing communication is to build up good internal PR. PR activities are therefore a part of the marketing is focused on the key groups in both the internal and external publicie. customers, suppliers, other experts and the general public, but also on the employees, shareholders or other owners, thus indicating the entire group as stakeholders. The biggest group on whom internal communication focuses are primarily the employees. For this reason, PR which is a part of internal marketing, must also focus on them. PR is based on the communication strategy of a company, which includes the whole company communication with all its partners. This communication strategy is based on the company's strategy and the means for its implementation. By the communication strategy, we understand by this a summary of the basic objectives and the means to achieve them. Case studies, articles about products or personalities of the company, successful projects, references mediated to employees via a corporate magazine, boards or intranet
Sponsoring
Sponsoring of employees´activities, social benefits for employees Open days of the firm Open days of the managers (top management)
As we have already stated, enterprise knowledge management is based on the community culture of a company. From this it then follows that if today's organizations want to succeed well in the first decades of the 21st century, they must first abandon their old rigid hierarchical organizational structures, and then establish their presence in a cooperation network of interconnected teams. The success taking place is conditional on a radical change in the owners´, managers´, employees´ and all participating interest groups´thinking.
The first step to this building up of a community organization is the formation of small autonomous teams, managed for the support of community cooperation in the solving of their important specific tasks. The initial impetus for them is first given by the engaged managers. By using such measures and with targeted internal communications, top management should then be able to promote not only the creation of these teams but also their successful cooperation.
In this process where top management takes these community teams in the same way as they take clients for realizing their goals, we then will have a new way of communication used by top managers including the employment of team leaders and all knowledge workers all playing a significant role. Because these teams and knowledge workers are the owners of the very knowledge which becomes the most important source of enterprise profit, it can thus be expected that it will be necessary to find the answer to the following question: "What is the most effective way of bonding first the gold collar workers and later the knowledge workers into the ownership structure of the company?"
